
 

The Shindler Perspective, Inc. 

 
P.O. Box 8633 Calabasas, CA 91372 – 8633 

Tel: 818.223.8345 Fax: 818.223.8372 Email: Shindler@iShindler.com 
 

 
July 29, 2004 
 
Mr. John Mayberry 
Medialinx Communications Corporation 
1260 Garfield Avenue 
San Marino, CA 91108 
 
Dear John: 
 
I am pleased to present several schedules related to the Medialinx Education business opportunity for 
the State of Cali fornia.  These schedules include:   
 
• Medialinx Education Potential Revenue Per Class 
• Revenue at Various Levels Of Potential Market Penetration – Cali fornia 
• Revenue at Various Levels Of Potential Market Penetration – United States 
• Revenue at Various Levels Of Potential Market Penetration – International 
• Assumptions to Financial Projections 
 
The Cali fornia, United States and International schedules have been prepared at various levels of 
penetration to indicate what the total revenue might be based on the many variables that are listed in 
the schedules.  These variables include the number of students, the number of class hours per week 
and per semester and rate per thousand impressions that might be paid by the advertising community.  
The analyses further assume that the start-up phase has been completed and that Medialinx is moving 
toward critical mass.   
 
The schedules present the revenue that might be derived based on the number of courses per semester 
in which each student enrolls as well as sponsorship revenue.  It must be understood that these 
schedules are intended to ill ustrate a range of potential revenues, but that they are in no way intended 
to predict actual revenues.   
 
It is important to note that these projections are for ill ustrative purposes only and that the actual results 
may vary considerably based on a number of factors that may be in place at the date Medialinx 
receives its initial funding.  It is also important to note that as stated in the Assumptions to the 
Financial Projections that these are not pro forma financial statements.   
 
Should you have any questions regarding these schedules, please do not hesitate to contact me.  
 
For The Shindler Perspective, Inc. 
 
Sincerely, 

 
Marty Shindler 
Chief Executive Officer 
 
Attachments 



Medialinx Education Potential Revenue Per Class 
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Class Credits 
Hours/Week/Student 

Weeks Total Class 
Hours 

Value of Each 
Impression 

Revenue/Student/ 
Impression  
Per Class 

3 16 48 $.01 $.48 
4 16 64 $.01 $.64 

 
An impression is defined as a 30 – 60 second commercial at the beginning and end of each class, 
along with a corporate logo in the corner of the monitor during the class presentation and is 
valued at $10 per thousand.  Initially the goal is to have 2 commercials at the beginning and 2 
commercials at the end of each hour of class time.  Over time, the goal is to increase to 4 
commercials at the beginning and 4 commercials end of each class, or 8 impressions per class.   
 
For a 3 credit, 3 hour per week class, the following represents potential revenue: 
 

# of 
Students 

Revenue/Student/ 
Impression/ 

Class 

Revenue/ 
Impression/ 

Class 

@ 8  
Impressions/ 

Class 
25,000 $0.48 $12,000 $96,000 

10,000 $0.48 $4,800 $38,400 

5,000 $0.48 $2,400 $19,200 

3,000 $0.48 $1,440 $11,520 

1,250 $0.48 $600 $4,800 

750 $0.48 $360 $2,880 

300 $0.48 $144 $1,152 

100 $0.48 $48 $384 
 
 
For a 4 credit, 4 hour per week class, the following represents potential revenue: 
 

# of 
Students 

Revenue/Student 
Class 

Revenue/ 
Impression/ 

Class 

@ 8  
Impressions/ 

Class 
25,000 $0.64 $16,000 $128,000 

10,000 $0.64 $6,400 $51,200 

5,000 $0.64 $3,200 $25,600 

3,000 $0.64 $1,920 $15,360 

1,250 $0.64 $800 $6,400 

750 $0.64 $480 $3,840 

300 $0.64 $192 $1,536 

100 $0.64 $64 $512 
 
The accompanying assumptions are an integral part of the revenue projections 
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The following assumptions are an integral part of the financial projections created to assess the 
range of potential for the Medialinx concept in the State of Cali fornia.   
 
There are four schedules that have been prepared to ill ustrate the potential range of revenue for 
the proposed educational concept.  It is important to note that these schedules are for ill ustration 
purposes only and actual results, once Medialinx is financed and operational, may vary.   
 
The schedules include:   
 
• Medialinx Education Potential Revenue per Class 
• Revenue at Various Levels Of Potential Market Penetration – Cali fornia 
• Revenue at Various Levels Of Potential Market Penetration – United States 
• Revenue at Various Levels Of Potential Market Penetration – International 
 
The following assumptions pertain to all of the schedules with the exception of the Medialinx 
Education Revenue per Class.   
 
Potential markets 
 
1. The number of potential candidates for Cali fornia is based on data researched and provided 

by Medialinx.  It is based on the number of Cali fornia high school graduates less those that 
attend some college and those that graduate from college.   

2. The national population base is calculated by obtaining the number of 15 – 19 year olds from 
the census bureau and dividing it by 5 to estimate the number of people in each of the 5 years.  
The resulting value is multiplied by 71%, the national average of high school graduates, and 
that result is multiplied by 74%, the number that do not obtain a college degree.  The 74% 
was derived based on the national average of 26% of the population that obtain a college 
degree.  The end result for the US was further reduced by 339,300, the base  number of 
potential candidates for Medialinx in Cali fornia, so that Cali fornia would not be double 
counted.   

3. The international potential market derived from the 2.31 billi on in the 18 – 44 years of age 
range is based on research provided by Medialinx.  Due to the complexities of arriving at the 
population of 18 year olds internationally, a readily available stratification for 18 – 44 year 
olds was used.  The percentages applied to this base were reduced significantly from those 
used to arrive at potential students for Cali fornia and for the US due to the larger potential 
market base and barriers to entry that are assumed to exist in less developed areas of the 
world.  

4. The analyses assume that the Medialinx start up phase has been completed and that a ramp up 
in terms of number of students, number of courses offered, number of advertisers and 
sponsors has been achieved.   

 
 
Definition of line items 
 
1. Potential market each year is based on the approximate number of 18 year olds in the 

population, adjusted by the number who do not graduate college multiplied by the percentage 
noted for the particular column.   
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2. Remainder of college age population includes 19 – 21 years of age inclusive.  It is assumed 
that the total population of 19 – 21 year olds is comparable to the population of 18 year olds.  
Therefore, the remainder of college age population was calculated as three times the number 
of 18 year olds.  These demographic groups are considered to be a prime target market for 
Medialinx. 

3. Others from the workforce attempts to take into account people older than those of traditional 
college age, i.e. > 21 years of age, who are in the work force and either want to complete 
college or take additional courses for professional and career purposes.   

4. Annual potential candidates is the sum of the 18 year olds, 19 – 21 year olds and those > 21 
years of age who are in the work force.   

5. Class hours per week of 3.5 represents the simple arithmetic average of 3 credit (3 hour) and 
4 credit (4 hour) courses.  It is assumed that the number of courses offered and taken by 
students will result in this average.   

6. Weeks per semester is a standard 16.  For those university systems that are on the quarter 
system, the same end results would be achieved merely by converting the semester hours to 
quarters.  The total number of classroom hours remains the same.   

7. Total class hours per semester represents the number of potential candidates multiplied by the 
number of hours per week and the number of weeks per semester.  

8. Number of commercials per classroom hour is 8, comprised of four commercial spots at the 
beginning of the class and four at the end.  

9. Number of impressions created is based on the number of commercials per hour multiplied 
by the number of class hours per semester.  

10. The value of impressions is based on a rate of $10 per thousand, a rate provided to Medialinx 
by a New York advertising executive well versed in this market.   

11. Various permutations of the value of impressions were calculated assuming combinations of 
1 or 2 classes per semester and 1, 2 or 3 semesters per year.  Additional permutations assume 
that those in the “college age” group of 18 – 21 years of age may take a full  time slate of 4 
classes each.  This calculation is not included in the international analysis.   

12. Sponsorship opportunities in addition to advertising, assume 200 courses for 3 semesters at 
rates per course of $100,000, $75,000 and $50,000 for International, United States and 
Cali fornia, respectively.  Rates have been supplied to Medialinx by a New York advertising 
executive well versed in this market.  These values are not dependent in this analysis on the 
number of students enrolled in each class, although a minimum number would most likely be 
required in order to gain sponsorship revenue.   

 
 
Medialinx Education Revenue Per Class 
 
This schedule presents sample calculations of revenue per class based on the number of class 
hours per week and the number of students per class.  Calculations were performed for both 4 
commercials per hour of class and 8 commercials per hour of class.   
 
 
It is important to note that these schedules are for ill ustrative purposes only and that actual results 
may vary depending on a number of factors that are in place at the date that Medialinx receives its 
initial funding.   
 
It is also important to note that these schedules are ill ustrative revenue projections and that they 
are not pro forma financial results.  In order to prepare pro forma financial statements 
considerably more detail would be required in order to determine the level of overhead expenses 
and capital expenditures in order to achieve both the revenue projections at various levels and the 
resulting pro forma net income.  


